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The recent conference included highly-rated sessions on technology 
(Ignite sessions and the release of a Swiss Re Study on the impact of 
technology in the life insurance market), positive trends in membership 
organizations/associations related to affinity program market opportunity, 
and we covered more on regulatory matters—see the President and CEO 
columns and inside. In terms of the membership organization/association 
market,  Dean West of Association Laboratories, Inc. and Chris Vaughan  of 
President Sequence Consulting shared:

Key Facts  on Membership  
Organizations/Association Trends Marketplace

> More than 90,000 associations are registered with the IRS – and the 
number is growing despite consolidations (mostly specialty/niche 
associations—not all expect custom programs)

> Birth rate changes, not behavioral shifts, are what impacted association 
membership growth – Millennials are joining and are behaving more 
like Boomers 

> Members are committing less time and money…so organizations are:
• Developing new engagement strategies
• Remodeling their membership types
• Expanding their reach/community to tertiary audiences, i.e. non-

member customers 

> Participation in insurance programs is one of the strongest 
predictors of renewal—in the 90% rate vs. 70% rate of non-buyers (note:  
professional liability is of unique  tangible value)

> Members typically buy right after joining and right after renewal—and 
the more they get the more they buy … so there are still great cross-sell 
opportunities 

> YOU can help them, to grow both their and your business—most do not 
have the marketing expertise or data that PIMA members have. Be a 
solution provider and active marketing partner.

If you haven’t retrieved the presentations we encourage you and your team 
to do so, today.
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In This Issue

My first PIMA 
meeting was thirty 
three years ago when 
my father Van Kelsey 
II was installed as 
President.  Dad was 
President at a time 
when postage rates 
were nothing and 
direct mail had great 

returns.  I remember him telling me that 
PIMA was a place for friendly competitors 
to share ideas so that all performed better, 
a win-win environment. 
 
My personal experience of PIMA is 
sometimes anxious when we talk about 
cyber security or regulation, but more 
often I’m re-energized to go back and 
be a transformer of our industry.  Many 
things have changed since my first PIMA 
experience thirty three years ago.  Postage 
rates are high and direct mail results 
challenging, but what has stayed the 
same is PIMA is the place to learn and 
grow through engagement with fellow 
members.  There is a Jewish proverb – 
“Whenever you can, hang around the 
lucky.”  PIMA has a lot of lucky members.
 
We are all in changing times – the 
industry as a whole and our individual 
businesses. Within my own agency, our 
management team spends a lot of time 
making change and dealing with change.  
PIMA’s Affinity 2020 initiative focused 
our attention on three key drivers of 
our business going forward – consumers 
and their changing demographic and 
nature, technology, and regulation. The 
goal of that report was to help you to 
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As you will see 
from this issue we 
have spent a lot of 
time on Regulatory 
matters since last 
summer and through 
the end of 2015.  A 

quick timeline/summary of action:

May 2015 - Agency CEOs and 
Insurance Company members 
experience new association program 
challenges in states.

June 2015 - PIMA conducts a survey 
of Company members to identify 
state DOIs where there are critical 
challenges and/or issues. Members 
identify 23 states.

July 2015 -  at the PIMA MidYear 
Meeting, the Board, Leg. & Reg. 
committee, Agency CEOs and 
Company Advisory Forums identify 
a need for action. President Mike 
Mercer appoints a Regulatory Task 
Force  chaired by Sam Fleet.

September - PIMA begins crafting 
communications/messaging piece. 
Agency CEOs and Insurance Company 
leaders and Regulatory staff are 
invited to a Compliance Summit.  

October – First conversation held 
with LA Commissioner and Assistant 
Commissioner at the Association of 
Insurance Compliance Professionals 
annual, New Orleans conference.

November - PIMA hosts a half-day 
Summit in Chicago with more than 
thirty participants. Agreement is 
reached on an NAIC and DOI strategy. 
Priority states are identified, first 4 
are: Louisiana, Maryland, Ohio & 
Wisconsin.

January 2016 - Messaging and 
Communications piece/Brochure 
finalized.

For next steps, please read our 
President’s column and this issue. 
More to come.

By Mona Buckley
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Affinion Group

PIMA Releases New Advertising 
Compliance Manual
The PIMA Advertising Manual, updated and republished in January, is 
provided to members as a complimentary benefit to assist in the preparation 
of advertising copy and marketing & solicitation material that meets statutory 
and regulatory compliance requirements. Each voting member should have 
received a copy in the mail—if not please contact ramona@pima-assn.org. 
Thanks go to First Consulting & Administration, Inc. and Sean Cox for their 
invaluable assistance in updating this product.

Manual topics
• BEST PRACTICES  
• STATE ADVERTISING FILING REQUIREMENTS 
• TELEMARKETING AND THE ROLE OF ADVERTISING 
• INTERNET ADVERTISING  
• TV ADVERTISING 
• DISCOUNT MEDICAL PROGRAMS 
• GIFTS & STATE LIMITATIONS 
• RECORDS & DOCUMENT RETENTION 
• NAIC ADVERTISING MODEL BILL ACCIDENT & HEALTH 
• NAIC ADVERTISING MODEL BILL LIFE & ANNUITIES 
• STATE LAWS – ADVERTISING ACCIDENT & HEALTH 
• STATE LAWS – ADVERTISING LIFE & ANNUITIES 
• HOT TOPICS
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From the President (Continued from page 1)

“vision forward” and to focus PIMA’s 
attention on those areas as well, for 
conference content.  

In the Regulatory arena, in particular, 
immediate past President Mike 
Mercer charged a Task Force—chaired 
by former PIMA President, Sam 
Fleet—with identifying action(s) for 
PIMA and our members to take to 
“protect and serve as a unified force 
for the non-employer/association 
group market and to advocate for the 
millions of consumers served by this 
marketplace.” In November the Task 
Force organized and participated in 
a Compliance Summit with at least 
a dozen Agency CEOs and many of 
our Carrier members’ Compliance 
and/or government affairs’ team 
members. We identified a “top 
thirteen” list of states for outreach 
and communication, to better educate 
Departments of Insurance about the 
legitimacy, importance and value of 
this marketplace.  PIMA members who 
have client/customer associations 
of nurses, teachers, firefighters, 
social workers, veterans and other 
”empathetic” consumers in Louisiana, 

Maryland, Ohio and Wisconsin can 
especially help now in the endeavor 
to preserve the association/affinity 
non-employer group model. Please see 
CEO Mona Buckley’s column and the 
Legislative & Regulatory spread in this 
issue for more on current activity and 
the new brochure that will be a core 
part of our Communications kits and 
efforts.  A special thanks to Shannon 
Warner, George Bode, Kelly Abeles 
and Mona Buckley for the work on 
this piece.
 
Now it’s time for PIMA 2020, i.e. what 
does PIMA itself need to look like in 
2020? PIMA’s Board meets in mid-
March to focus on how PIMA needs to 
evolve to best serve our current and 
future members.
 
You can help us shape the future 
of PIMA by getting involved. 
Active participation will give you 
unanticipated dividends. I know 
you have heard something similar 
before with regard to PIMA or other 
groups so get involved and prove it to 
yourself. Start and engage in thought 
leadership conversations around 

the industry’s future in our LinkedIn 
Group. Share your knowledge, 
questions, resources, interesting 
articles you are reading. If interested 
in a committee, let Mona or me know. 
Plan now to attend to our MidYear 
Meeting, July 21-24.

The PIMA 2016 Annual Meeting 
was fantastic. Our meeting chairs 
Angela Daisy, Susan Donnelly, and 
Mark Zimmerly served up great 
content in our beautiful setting in 
Los Cabos.  I’m looking forward to 
seeing you at our MidYear Meeting 
at the oceanfront Terranea Resort in 
Rancho Palos Verdes, CA which is a 
very convenient 18 miles from LAX.  
We are going to take advantage of 
the California location to focus on 
technology that is transforming our 
industry and marketing. 
 
Trust no future, however pleasant;  
act – act in the living present.  
Henry Wadsworth Longfellow

Mark Kelsey, President 
Kelsey National Corporation
Healthinsurance.com

From Michael Mercer, Transamerica 
Life & Protection, to incoming 
President Mark Kelsey, Kelsey 
National Corporation

Passing of the 
Gavel

Left to right: Angela Daisy, Value Group Direct; Mark Zimmerly, 
Transamerica; Susan Donnelly, Aon; and PIMA President Michael Mercer, 
Transamerica.

Thanks to Annual Meeting Chairs
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1-800-229-6565

Congratulations to Mike Mercer  
on his successful year as  

2015 PIMA President!

At Transamerica, we believe that everybody deserves to 
feel confident and secure in their tomorrow. That’s why 

we offer solutions to help make it easier to build a future 
customers can count on. We’re much more than an 

insurance company — we’re your partner in tomorrow.

Insurance products and services are issued by Transamerica Premier Life 
Insurance Company (Cedar Rapids, IA), Transamerica Casualty Insurance 

Company (Columbus, OH), Transamerica Financial Life Insurance Company 
(Harrison, NY) and Transamerica Life Insurance Company (Cedar Rapids, IA). 

 
AT# 1355618_MERCER

Name: PIMA Ad
Size: 7.5”w x 10”h
Ink: CMYK
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PIMA Directory – Call for Advertisers & Record Updates

Find out how LifeLock® identity theft protection  
can help you protect your customers and boost loyalty.
LifeLock adds value. Ask us how.
Learn more at LifeLock.com/insprovider, or call 1-877-511-7906.

No one can prevent all identity theft. 
* Network does not cover all transactions and is only provided in the US. Valid US SSN required for LifeLock membership. 
© 2016 LifeLock, Inc. All Rights Reserved. LifeLock and the LockMan are registered trademarks of LifeLock, Inc.

You offer coverage  
that goes anywhere.

Now offer identity theft 
protection everywhere.*

Production is about to begin on 
the 2016 print edition of the PIMA 
Membership Directory & Buyers 
Resource Guide.  This annual desktop 
tool is a complete directory of our 
members and contact information.  
Remember, the most up-to-date 
information is on our online directory 
(titles, addresses, job changes).

In order to ensure that both your, 
and your organization’s information 
is current and correct, please check 
your title, contact information 
& listings in the PIMA member 
database. (Go to the Members-Only 
log-in—you may request a reminder 
of your password, or re-set it on that 
page if you have forgotten it.) For 
assistance, contact ramona@pima-
assn.org. The publication deadline for 
updates is April 1.

Place your Advertising  
Order TODAY 
Many members advertise in the 
Directory. Along with the ad itself, 
organizations that advertise receive 
an additional paragraph listing in the 
front of the publication, which includes 
a brief description of the organization 
and its services. Advertising rates & 
submission details for the Directory 
are on the website or contact Ramona 
Hopkins at  (817)569-PIMA(7462)  or 
ramona@pima-assn.org to request 
an Advertising Order Form. The 
deadline for Advertising Orders is 
also April 1.



HELP YOUR CLIENTS’ MEMBERS  
PURSUE MORE FROM LIFE.
MetLife provides our customers with financial products  
and services that protect what they have, so they can  
continue pursuing what they want in life.  

To learn more about all that we have to offer your  
clients and their members, contact Lance Dordick,  
National Sales Director, at Ldordick@metlife.com

1512-338365 CS    © 2015 Metropolitan Life Insurance Company, New York, NY    L1215447782[exp1216][All States]
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It’s that time of year again! 
Don’t miss your chance for your team 
and organization to be recognized 
by—and share your expertise with—
your peers at PIMA and show off to 
clients. Yes, some award winners 
have garnered new PIMA business 
from their wins! 

The Annual PIMA Marketing 
Methods Competition (MMC) 
recognizes outstanding achievement 
in marketing campaigns by PIMA 
members.  

Gold, Silver and Bronze Awards are 
based on scores earned in each of the 
three areas:
• Marketing Strategy (25%)
• Creative Execution (25%)
• Results (50%). 
(The exception is for “New Media” 
where creativity and marketing strategy 
will receive more points—see FAQs 
Packet on the PIMA website.) 

Because of recent improvements 
to the competition, more entries 
are earning Gold than in recent 
years. Don’t miss your chance in the 
spotlight!

New this year: Submit up to TWO 
entries per category! Can’t decide 
between two great campaigns? Now 
you don’t have to!

MMC JUDGES’ TIP:  Keep in mind 
that each submission is evaluated 
independently by each of three judges. 
The scores are based on the category 
percentages above and then averaged.  
The most points are awarded in the 
“Results” category at 50%. Judges look 
for substantial results improvement. 
Simply stating that “It beat our control 
by 50%!” isn’t sufficient documentation 

to earn optimal points. (Technically, 
that could amount to an improvement 
of 50 cents over a dollar.) That’s why 
it’s so important to provide full results 
documentation and disclosure. It 
is difficult to earn enough points in 
Strategy and Creative Execution alone 
in order to be a top contender. Keep 
in mind that ONLY the judges will see 
detailed results or any information 
marked “Confidential for Judges Review 
Only.” Judges strive for objectivity, 
fairness and unbiased voting with 
regard to all submissions. In fact, 
judges whose companies submit 
MMC entries are required to recuse 
themselves from deliberations and 
voting on their company’s entry(ies). 

Entry Boards are displayed, and 
awards are announced and presented, 
at the PIMA MidYear Meeting.

2016 Judges
Angela Daisy of Value Group 
Direct, Kelly Abeles of AIG, and 
Deana Palmer of NASW Assurance 
Services

Don’t miss out. Be sure to meet the 
deadlines. All information is on our 
website: www.pima-assn.org. or 
contact staff or judge. 

Best of luck to all entrants!

Entry Forms Due: April 15th
Display Boards Due:  
April 30th

Entry Categories are:
1. Mail Solicitation for 

Guaranteed-Issue/Simplified-
Issue Product

2. Mail Solicitation for 
Underwritten Product

3. Single Channel Marketing
4. Customer Cross-sell and 

Upgrade Marketing
5. Lead Generation
6. Conservation/Retention
7. E-Commerce Website
8. Self Promotion – Agency 

Members
9. Self Promotion – Company 

Members/Business Partners
10. Other Media
11. New Media

Call for Entries
Marketing Methods Competition  
Plan NOW to show your successes
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The PIMA membership elected 
our 2016 Board of Directors at 
the Annual Meeting and Mark 
Kelsey, CEO, Kelsey National Corp./
healthinsurance.com was installed 
as PIMA President.

Our other new officers and 
Executive Committee members 
are: President-Elect – William 
Suneson, Founder/Managing 
Partner, Next Generation 
Insurance; Treasurer – David 
Armstrong, President, Sass 
Associates; Secretary – Shannon 
Warner, Executive Vice President, 
Marketing and Affinity Programs, 
Pearl Companies;  Immediate 
Past President (ex-officio) - 
Michael Mercer, Vice President, 
Transamerica Affinity Services. 

At-Large Officers/Executive 
Committee members are Ann 
Dieleman, Chief Marketing and 
Business Development Officer 
ARAG. Legal Insurance and David 
Schaeffer, Vice President, AmWINS 
Group Benefits.

Newly-elected Board Directors are:  
Al Drowne, Vice President and 
General Manager, American Medical 
Insurance Agency; Kevin Garvin, 
President, Affinity North America 
at Arthur J. Gallagher & Co.; 
Barbara Baumann, Vice President, 
Affinity Markets Group, Securian 
Financial Group; Philip Hennig, 
Director Account Management, 
The Hartford; and Jill Fecher, Vice 
President, Client Services, FARM.

Ben Rozum, 
co-founder of 
Genius Avenue, 
announced that 
Chief Operating 
Officer, Trina 
Thompson, has 
assumed the 

role of President. Genius Avenue 
integrates enrollment, engagement 
marketing and empowerment 
products into one intelligent 

solution for 
associations, 
insurance carriers, 
third-party 
administrators, 
managing general 
underwriters, and 
product providers.

John B. Wigle, 
AGIA CEO and 
Chairman, recently 
announced that 
J. Christopher 
Burke, MBA, 
FLMI has joined 
the leadership 

team as President.  Wigle will serve 
as CEO and Chairman during six 
month on-boarding and transition 
period, at which point, Burke will 
assume the CEO title and Wigle’s 
role will change to Chairman 
and Chief Strategy Officer. Burke 
comes to AGIA from his consulting 
firm Viridian Insight, specializing 
in executive coaching, strategic 
planning, operations management 
and leadership development. 
His background in the insurance 
industry spans 30 years, with his 
last corporate position as President 
and Vice Chair of American Medical 
Association Insurance from 2008-14.

PIMA Business Partner SKM Group, 
has changed its name. So why 
FARM? Because…“we transform 
businesses, taking ideas and 
bringing them to fruition through 
labor, technology, and care. We are 
not just an Advertising Agency. We 
are an Idea Cultivation Agency. It’s 
how we listen and learn about your 
businesses, then harvest insights 
to develop and execute the best 
marketing strategy to achieve your 
definition of success. A new name 
always takes a little getting used to, 
but already it feels right. It suits us.”

PIMA CEO Mona Buckley 
was recognized at the annual 
meeting for marking her ten year 
anniversary in that role. Buckley 
came to PIMA after two and a half 
years at USI Affinity (Bertholon-
Rowland) as Director of Client 
Relations. Prior to that she spent 
almost fifteen years as Executive 
Director of the Multnomah 
(Portland, OR) Bar Association. 
Other association management 
stints were at the American Bar 
Association and University of 
Oregon Alumni Association. She 
also recently earned the Certified 
Association Executive (CAE) 
credential from ASAE, joining 
the ranks of 20% of association 
professionals worldwide.

Trina Thompson

Grapevine

Christopher Burke

Ben Rozum
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Let First Consulting put its knowledge, experience and reputation to work for you. Whether 
the need is for a quick answer to a question, assistance in developing a new product, or 
summarizing laws and regulations, First Consulting offers a complete range of services.

Clients benefit from our Co-Sourcing Model

At First Consulting & Administration, Inc., our flexible approach to regulatory and 
compliance assistance is much better described not as outsourcing - but as Co-
Sourcing.

This unique model allows clients the ability to maintain a role in the process at 
whatever level is most appropriate for the specific company and project. 

Call us today for a complimentary consultation at 800.927.2730.

Your Compliance Partner

First Consulting & Administration
offers a full range of services:
n Product Development
n Product Filings
n TPA Licensing & Renewals
n Compliance Training
n State Research and Surveys
n Advertising Compliance Review
n And much more….

First Consulting can help!
Contact me today to learn more.

Sean Cox
Assistant Vice President

816-391-2737
Sean.Cox@FirstConsulting.com

www.firstconsulting.com
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© 2016 Chubb. Coverages underwritten by one or more subsidiary companies. Not all coverages available in  
all jurisdictions. Chubb®, their respective logos, and Chubb. Insured.SM are registered trademarks.

Helping to Bridge Gaps in Today’s Changing 
Insurance Marketplace And In Life

Think Chubb Accident & Health for ...
-  Accidental Injury, Disability, and/or Death Insurance
-  Supplemental Health Insurance
-  Travel Insurance

To learn more about Accident & Health products offered by Chubb Consumer Solutions,  
please contact us at (877) 297-4225. 

Chubb. Insured.SM

PIMA 7.5x5.indd   1 2/9/16   2:44 PM

152933-PIMA-PC-NL-PAD

Pearl Insurance Focuses 
On Protecting What’s  

Truly Important

See what we can make possible  
for you—contact us today!

Scott Whitaker | 309.679.0283
scott.whitaker@pearlcompanies.com

pearlinsurance.com/focus

Our people are dedicated to 
helping your clients and members 

live and work with confidence.



11

New Members
Please welcome the following 
new PIMA members (VM = Voting 
Member): 

New Agencies 
Figo Pet Insurance
Justin Lyons (VM), National Sales 
Director
justin@insurefigo.com
Rusty Sproat, CEO
rusty@insurefigo.com

MarketPlace Group
Scott J. Williams (VM), President
scott.ltc.williams@gmail.com

Novick Group 
Louis Novick (VM), President 
lou@novickgroup.com
Julie Van De Wille, Senior Account 
Executive 
jvandewille@novickgroup.com
Elaine Lewis, Account Executive 
elewis@novickgroup.com 
Margretta Palya, Account Executive
mpalya@novickgroup.com 

Willis Group
Michael P. Dangler (VM), EVP, 
National Specialty Benefits
michael.dangler@willis.com
Tom Coughlin, National Partner
tom.coughlin@willis.com
Nancy McCabe, Vice President and 
Assistant General Counsel
nancy.mccabe@willis.com

New Business Partner 
ScriptRelief
Kara Manna (VM), Business 
Development Manager
kmanna@scriptrelief.com
Mary Blaine, Marketing Director
mblaine@loebenterprises.com
Brittany Crowe, Business 
Development Coordinator 
bcrowe@scriptrelief.com 

Prospective 
Members
Help us recruit these 
members!

Lockton Affinity 
Steve Eginoire, Chariman & CEO
seginoire@locktonaffinity.com 
Jeff LaCroix, Integrated Marketing 
Director
jlacroix@locktonaffinity.com 

LeClair Group
Margaret Lett, Head of Strategic 
Development
margaret.lett@leclairgroup.com 
Richard Lett, CEO
richard.lett@leclairegroup.com 

Insurance Administrative 
Solutions
Lane B. Kent, President
lane.kent@iasadmin.com

Association Member Benefits 
Advisors
Jerry Morgan, President
jerry.morgan@amba.info

DRIASI
Jennifer Toal, CEO
toalj@driasi.com

SingleCare 
Darcey Schoenebeck, EVP, Business 
Development
darcey@singlecare.com 

DMW Direct
Mark Mandia, President & CEO
mmandia@dmwdirect.com
George Price, Vice President, 
Business Development 
gprice@dmwdirect.com 

Plymouth Rock Assurance 
Keith Jensen, Chief Marketing Officer
kjensen@plymouthrock.com 

Outlook Vision Services
Ron Johnson, President
rjohnson@outlookvision.com 

The Hartford Steam Boiler 
Inspection and Insurance 
Company
Paul W. Henault, SVP, Reinsurance 
and Industry Affairs
Paul_Henault@hsb.com

PIMA President Michael Mercer presents awards (left to right) to Ann Dieleman, ARAG, Chuck La Tournous, 
Prudential, Michael Murphy, USI Affinity and Sam Fleet, AmWINS Group Benefits.

Presidential Distinguished Service Awards
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Annual Meeting 2016

2016 Annual 
Meeting Prize 

Winners
Hotels Drawings

Terranea Resort – Brett Conley,  
Arthur J. Gallagher & Co.

Hyatt Regency Coconut Point –  
Daren D’Ippolito, Provident Benefits 

Golf Winners
Longest Drive Ladies:  Michele Baugher

Longest Drive Men:   Tom Bohde
Closest to Pin Ladies:  Marcia Moore
Closest to Pin Men:   Kevin Coghill

1st Place Random –  
Dave McCarty, Al Vilar, Shawn Morris

1st Place Set Team – Michael Mercer, 
Scott King, Sam Fleet, Steve Eginore

2nd Place – Tom DeNoma,  
Doug Layman, Kevin Coghill

3rd Place – Jim Sheehan,  
Ben Markel, Brett Conley  
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Thank You 
To 2016 Annual Meeting 

Event Supporting Sponsors

AIG
AmWins 
Ocenture 

Careington  
Gilsbar 

Japs-Olson 
Kelsey National Corp. 

LifeLock Business Solutions
MetLife 

Morris, Manning & Martin
Sass Associates 

Securian Financial 
Transamerica 



Coverages underwritten by The United States Life Insurance Company in the City of New York.

© 2015. All rights reserved. AG11175 (05/15) 

Call 1-877-800-8691 ext. 2

Increase your member email list and website ROI with member-friendly 
online enrollment/application for solid, economical coverage.

Connect with members
where members are connecting – online

Turnkey e-marketing

Full spectrum of coverage:

•  Term Life, Joint Term Life, 50-Plus Term Life,
10-year and 20-year Level Term Life

• Accidental Death & Dismemberment

•  Disability – Short-term, Long-term,
Business Overhead

• Hospital Accident

• Hospital Indemnity

• Dental

• Comprehensive Accident

• Others available upon request
Plans may vary or may not be available in all states.

Better results, more satisfied members

AIG Benefit Solutions
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A SUBSTANTIAL MARKET
Association (Non-Employer) 
Group Insurance Programs 
• One of the earliest national programs was 

launched by the American College of Surgeons 
more than seventy years ago.

• More than 26.5 million certificates in-force.* 

• Association Group insurance products protect 
millions of Americans in all 50 states and in 
recent years have reached premiums in excess  
of $15 billion.*

• Nurses, teachers, doctors, lawyers, accountants, 
retired and active military personnel, firefighters, 
social workers, engineers, construction workers, 
the elderly...are just some of the association 
members who voluntarily choose to participate in 
Association Group insurance programs. 

• Unlike individual products, Association Group 
products provide supplemental and often custom-
products selected by and for members. 

• Provide strong consumer protection—in 
many cases, more so than Employer Group or 
Individual coverage.

*PIMA Member Market Survey, 2012

What Insurance 
Departments should know 
about Association Group 
Insurance Programs

ASSOCIATIONS 
PLAY A VITAL ROLE 
IN PROTECTING 
AND SERVING 
CONSUMERS

PIMA New DOI Brochure
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Contract with 
licensed Third Party 

Administrators, Brokers,  
and Underwriting 
companies whose 

compliance staffs work 
cooperatively with DOIs

Choose insurance 
companies that are 

financially strong, stable, 
and highly-rated in 

the industry

Work on behalf of 
members to monitor the 
program, and program 

providers, to ensure 
member/customer 

satisfaction

Association Group 
insurance programs 
provide critical access 
(like exchanges) and 
offer "protection" of 
consumer interests 
equal to, or better than, 
employer groups

Negotiate insurance 
options that have been 
vetted and approved by 

member leaders, i.e. peers

Associations exist to 
serve their members 

and, by law, are 
required to act in 

the best interests of 
their members

Members are not obligated to participate in 
their organizations’ group insurance programs. 
Participation is voluntary and members 
can choose to cancel coverages at any time 
—without jeopardizing their standing as 
members of their associations. Associations 
vet, monitor, approve, and review these 
programs via ongoing and formal oversight by 
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provide you with the industry intelligence to be not  
only their benefit consultant, but their problem solver. 
Just some of the competitive advantages you get with  
AmWINS Group Benefits.

SPECIALIZING IN GIVING YOU MORE.
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LegaLink
PIMA’s Legislative and Regulatory 
Committee has been focused 
its energies on two key areas: 1) 
National Association of Insurance 
Commissioner activity impacting 
association/affinity business and 
2) PIMA’s regulatory initiative with 
Departments of Insurance, to preserve 
the association/affinity marketplace.

NAIC 
Let’s start with some good news.  At 
its November meeting, the NAIC’s 
Regulatory Framework Task Force 
did not take any action on the Group 
Health Insurance Standards Model 
Act at its last meeting. As previously 
reported, the NAIC voted to revise 
the group model as part of its ACA 
model law implementation process. 
Fortunately, however, the NAIC 
appears to have lost some interest in 
this issue.  This is probably the result 
of industry lobbying on this issue and 
the emergence of other issues that 
the NAIC view as higher priorities.

The Task Force, however, continues 
to review the Accident and Sickness 
Insurance Standards Model Act and 
the Model Regulation to Implement 
the Accident and Sickness Insurance 
Standards Model Act.  These 
deliberations could impact the types 
of products of products that might 
be offered in the association/affinity 
marketplace

Key items being discussed by the 
NAIC include:
1.  Whether the revised model will 

regulate group product.  As 
amended, it appears that the 
revised models no longer regulate 
group products. In several places 
the models reference individual 
products and in several other 
places references to certificates 
were deleted. Based on 
conversations with NAIC staff it 

is likely that this language will be 
modified to have the model apply 
to both individual and group 
products. 

2.  The model regulation includes 
proposed language based on 
the federal rules for individual 
hospital indemnity and other 
fixed indemnity insurance. As 
a result, for the first time, the 
model specifically recognizes 
fixed indemnity insurance. In 
a drafting note, the proposed 
amendments make it clear that 
the attestation requirement only 
applies to hospital indemnity and 
other fixed insurance and that 
the attestation does not apply to 
other excepted benefits even if 
the coverage provides benefits 
on a fixed basis.  The consumer 
representatives are opposing this 
drafting note and want attestation 
requirements expanded to other 
excepted benefits.

 
 It should be noted that the 

proposed amendments based on 
the proposed federal rules were 
drafted prior to the District of 
Columbia case barring HHS from 
enforcing the hospital and fixed 
indemnity rules.  As a result, 
these amendments will now be 
debated in an entirely different 
legal and political setting.  

3. The proposed amendments also 
continue to recognize limited 
benefits policies even though 
these policies are not enumerated 
excepted benefits.  The consumer 
representatives have argued that 
limited benefit policies should 
be stricken from the model.  The 
consumer representatives might 
be softening on their position 
based on the industry argument 
that limited benefit policies are 
permitted if they policies are 
comprised solely of excepted 
benefits.

4.  The purpose and applicability 
provisions of both models state 
that the models apply to policies 
providing hospital indemnity or 
other fixed indemnity, accident 
only, specified disease, specified 
accident or limited benefit health 
coverage. It is less clear how or 
whether these provisions apply to 
dental, vision or disability income 
insurance. Certain provisions of 
the model specifically reference 
dental, vision or disability income 
coverage, but other provisions 
exclude or are silent regarding 
these products.  How the model 
applies to, and regulates, these 
products will need to be clarified. 
I expect the NAIC to clarify that 
the model applies to dental and 
vision insurance.  The consumer 
representatives have argued 
that disability income insurance 
should be deleted from this model 
and that a new model should 
be drafted that only regulates 
disability income insurance.  
This is expected to be a hotly 
debated issue. 

5.  The proposed amendments 
specifically reference only 
group dental and group vision 
certificates. It is unclear whether 
this means there will be special 
regulatory treatment for those 
group products. 

6.  Deleted from the models is 
all language that relates to 
what could be construed as 
comprehensive medical and/or 
hospital insurance.

As noted above, the NAIC’s Consumer 
Funded Representatives are asking 
the NAIC to develop a separate 
model to regulate disability income 
insurance. During a meeting of the 
NAIC’s Consumer Liaison Task Force, 
consumer representatives specifically 
asked the NAIC to adopt the Product 
Standards Commission standards for 

(Continued on page 21)
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disability insurance.  The consumer 
representatives also asked the NAIC 
to take action on what they perceive 
as a gap in regulation regarding 
subrogation.  It is expected that the 
consumer reps. will raise this issue as 
part of the minimum standards model 
review process. The NAIC Task Force 
is expected to begin discussing these 
issues in February.

PIMA’s Regulatory Initiative
The Committee has expanded its 
membership with additional Company 
Compliance representatives and is 
also supporting PIMA’s Regulatory 
Initiative for outreach to DOIs (see 
the brochure elsewhere in this issue).  
The Committee has provided input 
regarding the proposed priority 
states based on 1) the political/
policy significance of the state, 

i.e., the ability of the state and the 
state regulator’s ability to influence 
decisions on a national level; 2) the 
business implications of the state, 
i.e., the ramifications of the state’s 
regulatory action to existing and 
future association business, including 
existing association business market 
share as well as the potential to grow 
association business in a particular 
state; and 3) input from participants 
at the Summit meeting held in 
Chicago.  After reviewing these three 
factors, the following is the list of 
priority states: 

1. Washington
2. Florida
3. Wisconsin 
4. New Hampshire
5. Maryland
6. Pennsylvania
7. Colorado 

8. New York
9. California
10. Missouri
11. Ohio 
12. Montana
13. Minnesota

The Deputy Commissioner from 
Wisconsin, who also chairs the NAIC 
Task Force charged with reviewing 
the group model, has already agreed 
to meet with PIMA to discuss 
association issues. PIMA reps. have 
already met with the Louisiana 
Insurance Commissioner and one of 
his Assistant Commissioners at the 
October meeting of the Association of 
Insurance Compliance Professionals.

Prepared by Chris Petersen, J.D, Chair, 
Morris, Manning & Martin

LegaLink  (Continued from page 19)
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We tap into untapped markets every day. And do it with over 40
years of direct marketing expertise — delivering the right message,
to the right target, to achieve the right results — time and time again. 

We’re committed to direct mail response excellence. So much so, 
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marketing spend. And that’s in addition to constantly optimizing
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Having trouble reaching 
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at 1-203-956-8852.
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Financial Inc. and its related entities, registered in many jurisdictions worldwide.
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With more than 65 years of experience, it’s no 
secret that The Prudential Insurance Company of 
America (Prudential) is one of the best partners 
for life, disability and other insurance plans for 
associations and affinity groups—as well as  
their TPAs. 

If you’re offering life, disability, or a suite of 
coverages to your members, Prudential’s proven 
underwriting and claims administration, as well as 
industry recognized marketing services, will exceed 
your expectations and offer real insurance solutions 
to your membership.

We are eager to share with you the same  
breadth of knowledge and service we provide to  
all our clients—those with whom we have decades 
of history, and those who recently embraced our 
expertise.  Their enthusiastic acceptance of our 
services is the best endorsement we could offer.

Find out what Prudential can do for your 
organization—and  the people who count 
on you. Call John Kelly at 1-985-624-5224. 
We’ll introduce you to a new way of 
protecting your members that’s more than 
65 years in the making. 

EXPERIENCE.
PRUDENTIAL.
Benefit experiences that help create  
and protect financial wellness.

Association/Affinity Services

(Continued on page 23)
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Keeping members happy is your #1 priority. It’s ours too,  
for over 400 associations across the country.  

Here’s why you won’t find a partner like USI Affinity anywhere else. We offer:

   Customized solutions to maximize your revenue goals 

  Innovative multi-channel marketing and sales approach

  Data driven alignment of the best products and offers 

  Best in class products designed with your members’ needs in mind

Why We’re The Partner For You.

One International Plaza   |   Suite 400  Philadelphia, PA 19113

A F F I N I T Y   

When It’s Right, 
You Know It.

Find Out More
Call Dennis Mulligan
Director of Business Development
610-537-1385
dennis.mulligan@usiaffinity.com 

Or visit www.usiaffinity.com  

The right solutions for your members.  
The right partner for you.

Reach out to Liz Sheehan at 1-203-956-8852.
Affinion Benefits Group

We tap into untapped insurance markets every day. 
We deliver the right message, to the right target, at the right time,  
to achieve the right results. 
So come tap into our 40+ years of direct marketing expertise, 
proprietary analytics, award-winning creatives, and first-class 
customer service — all at no cost to you.
Let us attract and retain your unreachables.

Stop struggling to reach  
the hard to reach —
Simply reach out to us.
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STATE ISSUES
Arkansas
S. 768 Life Insurance: Escheat: 
Unclaimed Funds:
Effective 6/1/16, creates the 
unclaimed life insurance benefits 
act and is substantially similar to 
the NCOIL Model Unclaimed Life 
Insurance Benefits Act. The act 
is applicable for all policies and 
contracts, including annuities and 
retained asset accounts, issued after 
6/30/16.

Connecticut
S. 1005 Financial Exploitation of 
Elderly Persons:
Effective 10/1/15, protects elderly 
consumers from exploitation. A 
person convicted of exploitation is 
prohibited from receiving benefits of 
a life insurance or annuity contract 
on the victim

Idaho
S. 1023 NCOIL Unclaimed Life 
Insurance Benefits Model Act:
Effective 7/1/16, enacts the most 
recent version of the NCOIL 
Unclaimed Life Insurance Benefits 
Model Act and applies it to all inforce 
business.

Indiana
S. 425 Unclaimed Property:
Effective 7/1/15, eliminates the 
“fuzzy match” requirement for 
insurers to identify beneficiaries 
in addition to conducting a Social 
Security Death Master File list check.

Iowa
H. 504 Electronic Commerce:
Effective 7/1/15, requires a notice 
of cancellation, nonrenewal, or 
termination of insurance to be 
delivered by mail and not solely by 
electronic means. Requires an insurer 
to notify the party annually of the 
party’s electronic address that is on 

file for the party and take reasonable 
measures to ensure that electronic 
delivery to the party is successful.

Montana
H. 118 Electronic Commerce:
Effective 1/1/16, allows consumers 
the choice to have their insurance 
policies and other notifications 
delivered electronically. Sets forth 
the requirements and conditions for 
electronic delivery.

Oregon
S. 578 E-Commerce: Policy 
Delivery:
Effective 1/1/16, permits an insurer, 
under specified conditions, to post 
insurance policy and endorsements 
on insurer’s website in lieu of mailing 
or delivering insurance policy and 
endorsements to the insured.

Rhode Island
H. 5220 Privacy:
Effective 7/2/16, requires insurers 
to implement and maintain a risk-
based information security program 
which contains reasonable security 
procedures and practices appropriate 
to the size and scope of the 
organization.

Utah
H 168 Unclaimed Life Insurance 
Benefits Act:
Effective 1/1/15, creates the 
Unclaimed Life Insurance benefits 
act. Substantially similar to the 
NCOIL Model, including the language 
regarding asymmetrical use of the 
death master file.

Washington
S. 5471 Electronic Delivery:
Effective 7/24/15, allows for the 
electronic delivery of notices or 
any other document required under 
applicable law in an insurance 
transaction or which serves as 
evidence of insurance coverage, 

provided this form of delivery is 
affirmatively consented to by the 
eligible recipient. Electronic delivery 
is considered equivalent to any 
delivery method required under 
applicable law.

Wyoming
S. 35 Privacy:
Effective 7/1/15, specifies notice 
requirements for a breach of security.

Prepared by Chris Carway, Corporate 
VP, New York Life.

Legislative and Regulatory 

Committee 
Chair - Chris Petersen, Morris, 
Manning & Martin, LLP
Ann Nagle, The Washington Trust 
Company
Carla Laracuente, The Hartford
Christine Carway, New York Life
Dave McCarty, New York Life
David Armstrong, Sass Associates 
Ed Klayman, IMAC
Sean Cox, First Consulting & 
Administration Inc.
Liz Sheehan, Affinion Group
Maria Iannatuono, Transamerica Life 
& Protection
Lynn Doonan, Affinion Group
Michael Griffin, ACCEL Law Group P.C
Mona Buckley, PIMA
Paul Latchford Esq., Latchford & 
Associates, LLC
Samuel Fleet, AmWINS Group 
Benefits
Susan Hussar, The Hartford 
Susan Schuman, AMA Insurance 
Agency, Inc.
Thomas Bartell, The Hartford 
Megan Morehead, AXIS Accident & 
Health
Tyler Dickenson, MetLife
Richard Dunlevy,  AIG Benefit 
Solutions
Roger Huseland, Prudential

LegaLink  (Continued from page 21)



Future 
Meetings

2016 MidYear & 
Tradeshow

July 21 – 24
Terranea Resort

Rancho Palos Verdes, CA

2017 Annual 
Meeting 

January 26 – 29
Hyatt Regency Coconut Point

Bonita Springs, FL 

2017 MidYear  
& Tradeshow

July 20 – 23
Skamania Lodge
Stevenson, WA

35 East Wacker Drive, Suite 850 
Chicago, IL 60601-2106
www.pima-assn.org

Thank You to 
2016 Level Sponsors

Silver
Aon

ARAG
Arthur J. Gallagher & Co.

Mercer Consumer
Next Generation Insurance Group 

Pearl Companies
USI Affinity

Voya Financial 

Affinion Group
Alliant 
Chubb 

Fairmont Specialty

The Hartford
LifeLock 

Prudential
Securian Financial Group 

Gold

Diamond
AIG Benefit Solutions

AmWINS Group Benefits
MetLife

New York Life
Transamerica


